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　第一に性別の観点からみると、平常時に男性客が全体の 40％、女性客が 60% を占
めるというデータ（Asahi Shimbun Digital [and], 2014）から、ダリケーは男女とも
にターゲットに据えている。第二に年齢の観点から見ると、聞き取り調査から、ダリ
















































第一に、世界最大規模のチョコレートの祭典 "Salon du Chocolat（サロン・デュ・ショ












































































































































の技術支援に使われており、現地で同様の仕事をする場合と比較して 20 ～ 30％増し





































いる（People Tree 会社案内 2017, 2017）。
第四に、卸としての販売経路も確保している。ピープルツリーはもともとフェアト
レード商品の輸入・卸企業であったことから、現在でも商品卸が事業の柱の一つとなっ
ている。2017 年 5 月時点でピープルツリーは日本全国計 3,050 店にむけて商品の卸
を行っていて、卸先はフェアトレードセレクトショップを中心に、無印良品や美術館・
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Marketing Strategies of Ethical Products:




This paper aims to propose the marketing strategies of ethical products. 
Ethical product is defined as “products which do not exploit labor, animals 
or environment while making and selling”. In Japan, the market of ethical 
products is smaller than that of other countries with similar size of economy. 
This paper analyzes successful marketing strategies of ethical products in the 
Japanese market, by looking at two cases that deal with ethical products, and 
increase the sales constantly. This study attempts to provide effective strate-
gies for selling ethical products in the Japanese market. 
This paper has two research questions; one is “what are effective market-
ing strategies for ethical products?”, the other is “how do companies deal with 
ethical products to overcome their disadvantages?”. This paper points out five 
disadvantages of ethical products; first, it is difficult to procure ethical raw 
materials stably; second, the ethical products are costly; third, the market size 
of ethical products in Japan is small; fourth, it is difficult for companies to 
label them as “ethical products” because there are not enough certificate au-
thorities for ethical products in Japan; and fifth, there is not much motivation 
for companies to sell ethical products.
To answer these two research questions, this paper reviewed data and re-
search on ethical products, and general marketing strategies of ethical prod-
ucts in Japan, however, there was less research on effective marketing strate-
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gies in the Japanese market where ethical products have not established stable 
position yet.
To propose an effective marketing strategy model of ethical products in 
Japan, this paper examined marketing strategies of two successful Japanese 
companies, Dari K and People Tree. We analyzed their marketing strategies 
from the perspectives of supply chain, consumer segments and four “P” ma-
trix (product, price, promotion and place). Through analyses of these two cas-
es, effective marketing strategies of ethical products in Japanese market, and 
ways of overcoming difficulties were induced. 
Theoretical implication of this paper was to reveal a detailed and inte-
grated model of ethical products’ marketing strategies academically. In ad-
dition, the paper clarified that successful Japanese companies took different 
marketing strategies from those of generally considered. Regarding practical 
implication, this paper clarified how to tackle the challenges which ethical 
products faced.
